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ABSTRACT 
This MBA project report presents a complete business plan for the launch of a new 
product venture. The author has identified a'-market opportunity and has proposed a 
new product called the automatic facial tissue dispenser. From a verbal survey, the 
author has found that the technology for the product is available in Hong Kong, the 
raw materials can be resourced and a manufacturer for the product can easily be found. 
The market for the product is the huge office sector in Hong Kong. Various 
Government and private sources of information have been used to collect the necessary 
information. Thereafter the business plan has been made. The plan includes detailed 
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In the setting up of any business, planning come first, silnply because it helps define 
what" the business will offer in the way of a product or service. It also allows one to 
show how the .product or service will be offered. The starting point is of cO'urse a 
product idea that one believes has business potential. Planning permits one to plan an . 
J . 
organization that is both dynalnic and flexible, and has the capability of growth built in . 
Thus, through this process, one can evaluate one's hUlnan resource needs and draw an 
organization. Initially of course, one or two persons Inay perfonn all of the functions. 
Later however, with a business plan, one will know what the personnel functions are, 
and when and how to acquire top quality personnel to fill theln . 
' . 
. The working definition of a business plan is that it is a set of Inanagelnent decisions 
focusing on what a .finn '0'ill do to be successful. It Inust address both what a finn will 
do and when it will do· it. One can create and control one'·s COlnpany according to the 
plan of action . The plan of action, when written, is the business plan (O'Hara, 1990) . 
. AcC9rding to O'Hara (1990), the reasonsfor preparing a business plan are: 
. \ 
. ; 
to bring closure to the planning process, 
to cotnmunicate to the finn the seriousness of the process and its outcomes, 
1 " 
to provide' tangible fraInework for managing the firm, and 
to give lenders and investors a real sense of assurance that the company can 
perfonn financially as is c1aitned. 
A typical business plan contains Inuch of the following: 
- The enterprise 
- Key personnel 
- The product 
- The Inarket and Inarketing stra~egy 
- Financials, including the financial projections 
A well written plan should be succinct, clearly identifying products, services, markets, 
and the founders (Holt, 1992). This thesis is ~n attelnpt to write such a practical and 
feasible business plan. 
The Market Opportunity 
2 
According to. Harper (1991), the following six step process can be used to decide what 
type of business to start: 
Step 1: Listing problelns in the Inarketplace. 
Step 2: Identifying corresponding busiIless opportunities. 
Step 3: Detennining the needed capabilities and resources ... 
. Step 4: Projecting the financial dilnensions. 
Step 5: Ranking the .opportunities in terms of personal preferences, financial ' 
worthiness, and perceived risk. 
3 
This -thesis follows ,a silnilar approach. The probleln is discussed here. However, the 
financial considerations/are left tothe main bo~y of the plan. 
-, 
An important utility in public conveniences is drying hands after having washed them.-
It is an important bllt often frustrating task. This is Inainly due to the inadequacy of 
the existing products used-for this purpose. The following is a comparative analysis of 
the benefits and probletns associated with these products. 
Product lYJethod of dl)'ing Benefits Problems 
Air blower Blows dry air on No paper wasted Takes too long (queues) 
the hands/face Not hygienic 
Uses electricity 
Too Inuch heat 
(uncolnfortable at times) 
Requires maintenance 
Cloth roller The user I1)USt pull No paper wasted Long queues 
down clean portion Good feeling Perceived not hygienic 
and then use it Needs washing or must be 
destroyed (use of 
chelnicals in washing) 
Manual Tear off tissue Portable after Paper used 
tissue then use .. , it is torn off Un~ven cutting of paper 
dispenser No queues Effort to tear off 
Convenient Too Inuch paper torn off 
and thus wasted 
Pre-cut Pick and use Very convenient Paper used 
tissues No queues Expensive 
Needs quick replacement 
It is evident that the above Inentioned systelns appear unsatisfactory and therefore 
there is a 'need for a better hand drying systeln. This is especial1y true for public wash 
rooms or public conveniences where the turnover of people is high. 
Therefore, the author having identified this opportunity, has proposed a new product. 
It shall be an autoln~tic facial tissue dispenser. To be successful, a new product Inust 
offer custolners distinctive value through some cOlnbination of its utility, style, price, 
and availability (Rosenthal, 1994). The proposed product is aimed at removing some 
of the difficulties the conSUlners face . In other words, it provides convenience. By 
autolnatically cu~ting a specific portion of paper and keeping it ready for use, it is 
expected, like the Inanual dispenser or the precut tissues, to have 
1. no waiting line, 
2. hygiene, 
3. convenience, and 
4. alInost no Inaintenance. 
In addition, it will Inean less wastage of paper. as the size in which it is cut is predeter-
mined, it is evenly cut and the roll of paper is replaced infrequently. The device will 
use some electricity, though Inuch I .~ss than that used by the blo~er. An alternate ' 
model can also be developed that wil1 not use electricity but stil1 yield a well-cut tissue 
sheet. In this case, the user will have to pull at a lever. To the author, no other alter-
. native appears to be as cOlnprehensive in providing a solution to the above problems. 
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FrOln a verbal survey, the author has fOl:1nd that the, technology for the product is 
available in Hong,Kong, the raw l)1ater.ial~ can be resourced and a Inanufacturer for the 
5 
product can easily be found. The product is meant for washrool11 facilities in offices, 
airports, hotels, pUQlic conveniences, railway stations, educational institutes, cinemas, 
shopping cOI11plexes, et~ . Hong Kong has a vast number of such establishments and 
the market for this product is large. 
To launch the product,a new venture needs to be created, for which the .present plan 
has been fon11ulated. This-' report is divided in,to eleven chapters. The next chapter 
describes the Inethodology elnployed to research the field and gather infon11ation for 
" 
the business plan . . The third chapter is the actual beginning of the plan, which is the 
executive SUI11I11ary. Chapter 4 details the business objectives, history, the personnel, 
operations, and the expected future of the enterprise. In chapter 5, we talk about the 
key personnel of the proposed organ}zation. The sixth chapter talks about the n~w 
prod..uct,. including its cost to l11anufacture, value to the purchaser, and l11arketing and 
support considerations. Presented in chapter 7 is a description of the l11arket for the 
. product. This cOI11prises cl description of the prospective custol11ers and the strategies . 
that will be used to reach out to the(n . 
Chapter 8 contains infon11ation on the l11ain expected cOl11petitors and what market 
share the product is to achieve. In chapter 9, the product developl11ent plan is 
outlined. The production plan and "~he operations of the organization are presented in 
chapter 10. Finally, in chapter I 1, detailed five year projections for the profit and loss 
accou~t, the balance sheet, and the cash flow are presented. There is no sUI11I11ary at 





This project ailns to develop a business plan to set up a new venture in Hong Kong. 
The goal of the venture is to launch a new product, natnely an autolnatic facial tissue 
paper· dispenser. 
The author did a prelilninary investigation to collect the following Inarket infonnation: 
1. The current industry situation, 
2. COlnpetitive factors, 
3. . Distribution channels, 
4. ~ Succe$s factors in the business. 
Various Govern1nent and private .sources of infonn~tion have been used. Thereafter 
the complete business plan has been In~de. 
The followil,1g factors were estilnated through a study of past silnilar ventures and 
current raw Inaterial . costs: 
1. Developlnent costs. 
6 
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2., Expected revenues. 
3. Capital req4irelnents . 
4. Operating expense requirelnents. 
Other infonnation that the author acquired, pertains to the various sources of funds 
and the conditions for loan approvals. For this, the he interviewed an executive at 
Merrill Lynch Corporatior( 
. ' 
Thereafter, using standard software, the author developed the financial plan consistent 
with.the requirelnents of funding agencies. 
The systeln best suited for the ,nanufacture of the product has been determined 
throvgh ,a cost versus benefit analysis. The author gathered the data through other 
industries in related or silnilar fields. This indicated that it Inay be cost-effective to 
have some parts Inanufacfured by subcontractors:' 
The need of personnel, Inarketing efforts and the funds required, are dictated by the ' 
strategies suggested by the present plan . The plan detennines the type and number of 
personnel required for the succes'sful running of the venture. 
Apart from infonnation froln industrial and Governlnent sources, the author has used 





Kant Entreprises is to be a trading, asselnbling, Inanufacturing and i,nport/export 
business dealing with office and household goods and appliances. To start the 
operations we wish to Inanufacture a new product, the autolnatic hand tissue-paper 
disp;enser, to be tentatively called "KANT _1 ·11. This will be our first effort at asselnbling 
a product. While this process is new to us, the potential rewards are great since the 
need for such products is increasing as new cOlnlnercialestablishlnents are cOining up 
all over Hong Kong and the region: The product will be c0l11petitively priced in the 
" 
range of $200n-$2500, the cost of C0l11pOnents being in the range of $1 000-$1500.' 
Our. initial facilities, to be , located at' Tsing Vi, Hong Kong, a~e expected to be 
adequate for the first year of production. The cOlnportents will be sourced locally or 
froln cOlnpanies in China. 
The five year projection for personnel is shown below. 
Kant Entreprises Personnel Projection 
, I,.. 
1995 \996 , 1997 . 1998 1999 
Total Personnel 5 10 17 21 26 
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Key Pe .. ·sonnel 
Mr. Kanta Singh is 3 1 years of age, and single. He is Kapt Entreprises's founder, and 
~resident. He was educated at Barkatullah U,niversity, Bhopal, India, receiving M.Sc. 
an~ Ph.D. degrees in Physics. He began his career with Ba~katullah University where 
he carried out research in Physics. His business career began with Design Innovation 
" 
(HI<) Ltd., where he wasjnvolved ~n Inarketing and public relations. This COInpany is 
involved in the design and developlnent of new products and new product concepts. 
After doing his ME-A froIn the Chinese University of Hong Kong in April 1995, Mr. 
Singh expects to establish and run I(ant Entreprises. 
The Product 
O~r new product, KANT -I, is an "intelligent" tissue paper dispenser that will cut a 
portion of the tissue paper froln the roll and keep it ready for use. As soon as this 
paper is pulled out, a sensor will "learn" this fact and activate the lnachine so that the 
paper is replaced. Therefore the product-is c0l11posed of the following parts: 
1. . The turning arrangelnent which will lnake the tissue paper roll turn. This will 
be attached to a Inotor. 
2. A cutting device, which' will cut off a portion, of the paper that is equal in size 
to a conventional hand tissue. , 
3. An electronic circuit that lnanages the whole operation. It will control the 
lnotor as well as the cutting device. It will include 2 sensors one to learn that 
the user has pulled the paper out, and the other to learn ,that the roll is finished. 
The whole will be a single unit. Thi's will be Inanufactured by a sub-contractor. 
- I 
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4. A housing for the whole systeln. 
Apart froln provi~ing convenience, the device will also reduce the business user's paper 
wast~ge by an estilnatep 150/0 to 200/0. KANT -I will be introduced in July 1995 and 
will be the first product of its type available to the general public. It is based on 
currently available technology, and we do not 
The Market & Marketing Strategy 
KANT -I will be introduced in lTIid 1995. The initial Jnarketing thrust will be ailned at 
business enterprises that can gain significant cost savings. We shall be conducting 
"prototype delnonstrations" for representatives frolTI a nUlnber of industry publications . 
. We expect to see several good "new product" articles in the last quarter of 1995. 
The product will, after the first year (first six JTIonths) be Jnainly sold through 
distributors. They will be interested in carrying the product, as it has Inany advantages 
over other products and also gives theln a good profit Inargin. We shall contact and 
lTIake arrangeJnent with those distributors that handle electronic or electrical 
"asselnbled" products or toiletries. We will provide each distributor with the 
appropriateinfornlC1tion to include.,in their next pro,lnotional lTI'ail-outs or 
advertiselnents. 
Financials 
The introduction of KANT -I will involve lTIOreeXpense than revenue in the first year, 
but will turn profitable by the second year. Because we expect severe cOlTIpetition, we 
will .be pricing KANT-I at a 10w': enoQgh price to help achieve significant market 
11 
pe,netration: This will lower overall profit lnargins in the near term, but should position 
us well for long teflll growth and profitability. 
Based· on our projections this enterprise. will generate Revenue and Profit Before Tax 
(PBT) per employee as shown in the charts below. 
Table 3.1 Financial _rrojections 
1995 1996 1997 1998 1999 
~~venue $1~000 $6,000 $11,000 $16,500 -$22, _000 
Expenses $1,030 $4,849 $6,741 $9,652 $12,533 
Pre-Tax ($) ($30) $1,151 $4,259 $6,848 $9,467 
I 
Pre-T ax _ {0/01 I - -3.00% 19.18% 38.72% 41.50% 43.03% 
Table 3.2 Revenlle & PBT per Employee 
I 1995 , 1996 , 1997 1998 1999 
I I 
!Revenue $1,000 ! $6,000 $11,000 - $16,500 $22,000 
-
iPre-Tax ($) I ($30) : $1,151 i $4,259 $6,848 $9,467 ! 
iT atal Personnei 5 ! 10 17 ' 21 26 i 
I i i I I 
Revenue/Employee 200 I 600 647 786 846 







Kant Entreprises' ITI,anufacturing facilities shall be, in a favo'rable location to ITIeet 
current and projected business requirelnents and there is an alTIple supply of skilled 
pers,?nnel in the' business cOlnlnunity to support growth. Because of our slnall size, 
Kant Entreprises has few capabilities to lilnit cOlnpetition, so we intend to COlTIpete on 
a cost leadership basis. Alternatively, our slTIall size, good profitability and technical 
expertise allow us considerable freedoln to act independently. The enterprise has a 
strong COITIlTIitlTIent to the lTIarketplace and we are confident we have the ability to 
develop and lTIarket KANT -I as a highly differentiated product. 
Business Objectives 
Kant Entreprises expects to becollle recognized in \~ the industry 'as a leader in the 
, . developtTIent and rnarketing of innovative, high quality hOlne and office products. To 
achieve this we will: ' 
* Introduce at least one new product each year after the first two years, for the 
next 3 to , 5 ··years. 
13 
* Regularly reinvest in facilities and equiplnent to expand production and 
i ilnprove ,quality. 
* Insure that at. least 400/0 of all new developlnent/engineering personnel hired 
are recent college graduates. 
History 
J 
Kant Entreprises is the brainchild of Mr.Kanta Singh. He and co-founder Mr. Sung 
Chun will hold equal shares in the organization. Each shall contribute HK$15,000 as 
. . . 
the start-up capital. Later, outside capital froln venture .capitalists will be used to fund 
the ~operations of the enterprise. If this is in the fonn of equity, it will not exceed 30% 
of the total capital. The rest will be"a long tenn loan. The enterprise is founded based 
on the need for a quick hand drying systeln that would reliably function when used in 
locations where turnover of users is high. 
Organization/Personnel Factors 
Kant Entreprises will have 5 personnel in 1995, 1 of wholn will be involved in the 
asselnbly process. We do not expect to elnploy Inany people as our operation shall be 
Inoreasselnbly than a Inanufacturt!lg type of set up. The Inajo"r~ty of our personnel shall 
be under 40 years of age. We shall provide our elnployees and their dependents with 
insurance ~overing Inedical treatlnent and hospitalization. They shall also get two 
weeks of vacation and fen holidays each year. 
The organization structure will he as shown below. 1996 will he a period of much 











(to be sourced outside) 
- 1 
(To be done by outside design and development finn) 
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- The five year projecti5)n for personneJ is shown in t,he chart below: 
Table 4.1 Pe.·sonnel Count 
1995 11996 11997 11998 11999 I 
~C~u~st~o~m~e~r_S=~e~rv~ic~e ____ ~i __ ~~1_l---_1~1~ ___ 2~1 ____ 2~11 _____ 3~ 
MarketinQ/Sales I 2 I 4 I 6 8 10 ' I 
I--D~ev.--,;e_lo-L-lQ_m_e_nt_·- ~----t--~-' 0 I 0 2 2 2 -
G&A 0 I 1 2 2 2 
President's Office 1 I 1 1 1 1 
~T-ot-a-IP-e-rs-o-n-n-el-----+:----5-'~1 --io--I --1-7~1---2--1-~+I~' ~=2=6:1 
r -. I 
Operations Factors 
'; 1he _operations will teluporarily be housed in a 50 square Ineter rooln. Initially there 
'"" .... l 
will be no Inajor il)vestlnent in ' Inanufacturing. As we increase the KANT -1 business 
, " \ 
we will add tnanufactur:ing equiplnent. The technology behind the product is simple 
yet unique in this product category. The te~hnology i,s available in the market. The 
. ~ \ 
circuit board shall be tnanufactured by a sub-~on~ractor. We expect tg purfhase all 
l.. , i'I,: ' 
, ot~er · product.co)npon~nts froln outside parties. -We shall 'do the asselnbly and \ 
\. , J 
• I . , 
.~;- t " )'1, 
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packaging in house. All prolnotional literature and product doculnentation shall be 
printed by a profes&ional printer. 
The Future 
Our organization structure and facilities viz. leased office and asselnbling space, shall 
be adequate for the present, but not what we want for the long run. In 1996, we 
expect to lease a new building offering a nicer, safer and Inore effective working 
environlnent. During 1998-99 we anticipate a capital expenditure to acquire new 
facilities adequate to support our growth over the next several years . 





The President shall beMr. Kanta Singh. Other personnel shall be hired as soon as the 
company is to begin operations. Mr. Sung Chun, the other Inajor shareholder at 
prese~t, will not participate in the daily functioning of the cOlnpany. He will however, 
benefit the cOlnpany through letting use his faCilities at Tsing Vi, where the company 
will be initially housed, and through providing useful contacts in Hong Kong and 
China, and acting as the negotiator. 
Experience and Functional Responsibility 
Mr. Kanta Singh is 3 I years of age, and single. He is Kant Entreprises's founder, 
president and CEO. He was educated at Barkatullah University, Bhopal, India, 
receiving M.Sc. and Ph.D. degrees in Physics. He began his career with Barkatullah 
-TJniversity where he w~s involved in research in Physics. His business career began 
with Design lnnovatio.n (HK) Ltd., where he was involved in Inarketing and public 
relations. This cOlllpa~y is involved in the design and developlllent of new products 
and new product concepts. After doing hisMBA frolll the Chinese University of Hong 
Kong in April 1995, Mr. Singh expects to est.ablish and run Kant Entreprises. 
Mr. Singh has established the following objectives for 1995: 
/ ' . . 
\ 
* Successful incorporation of the business 
* The establishtnent of a fonnal strategic analysis and business planning . 
program for top Inanagelnent. 





Kant Entreprises's product, KANT -1, is a sinlple product solving a COITIITIOn and as yet 
only partially solved probleln. It will be the first product of its kind on the market. The 
name shall be tradelnarked but a patent shall not be applied for. KANT -I is quite 
unique in the industry, thus having SOlne elnotional appeal. All electrical circuitry 
follows industry standards. Because of the pressure to conserve energy resources, it is 
exp~cted that environlnental trends will favor the sales effort. Selling and/or using 
KANT -I will require very little training of the sales force or the custolTIer. Given the 
few cOlTIplexities, installation of KANT -1 is expected to cause lninilnal interruption of . 
the ~ustotner's b,usiness. Factors related to tnanufacturing, prospect knowledge, 
industry standards and regulatory controls are likely to generate few problelTIs for Kant 
Entreprises during lnarket introduction ofKANT -1. \ The initial published retail price 
-\:ViII be $2500, with th~ cOlnpany's expected average selling price being $2000. 
Description 
Our new product, KANT -1, is an "intelligent" hand drying device that uses a . 
combination of two light sensors, one to recognize that the paper is out and the other 
to indicate that the roll is finished. '"i While the sensor technology being used is not new, 
• J 
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. the cOITIbination of the circuitry, the sensors and the cutting device is a novel 
technique.: We are expecting this technology to have considerable appeal to any 
organization with large/mediulTIor ITIultiple facilities. The systelTI shall be easy to 
service. The sensors ca~ be easily relTIoved and 'a replacelnent "plugged iq". The main 
circuit board can also be relnoved and replaced with a spare. - Routine replacement of 
the tissue roll is easy to accolnplish and since a large roll is to be used, it decreases the 
rate of replacelnent. 
Current Status 
KANT -1 is a ne~ product in the final stages of developlnent. We shall next have a 
. prototype generated and will then wor.k on the procedures for Inanufacturing the 
circuit board and asselnbling the devi~e. 
The design and developlnent COlnpany is projecting' cOlnpletion in June, 1995. This 
means it will be ready to asselnble in July 1995. 
A total develo'plnent expense of $20,000 is expected prior to cOlnpletion. 
Value to the Purchaser 
KANT -1 wil~ have considerable appeal to any organization that elTIploys ten or lTIOre 
elnployees. Our analysis has shown that by using our device" waiting tilne for hand 
drying can be altnost elilninated . Paper wastage can also be reduced by 150/0 to 200/0. 
The' electricity consulnption is also less than that by -hot air Inachines. It Inay also have 
appeai to the hOlTIeOWner, but only as a novelty iteln at this point. 
Cost to Manufacture 
Bill of Materials for KANT-1 
- 2 light sensors - part # Al 0733 $45.00 
Cutting device with rollers $500.00 ' 
Device housing, Inotor & other components 
Circuit board (from sub-contractor) 
TOTAL MATERIAL COSTS $1035.00 
Estimated labor costs per unit $96,.00 
$280.00 
$210.00 
TOT AL COST TO MANUFACTURE $1131.00 -
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As our purchase volulne increa~es, purchase price for the cOlnponents will decrease by -
up to 30%. 
As we learn to manufacture the circuit board and gain experience in the asselnbly of 
the device, labor costs will decrease by 200/0. 
Therefore, during the first three years of Inanufacturing KANT -1, the cost benefits of 
volUlne purchasing and ilnproved Inanufacturing processes should decrease the cost to 
manufacture to around $801.30. 
Chart 6.1 Cost to Manu.facture 
10 
500_-->, 
'.Total Cost $1131 
~ 2 Light Senso~ 
ill Cutting Device with Rollers 
~ Device Housing, Motor & 
Other Components 





For the product, no Inaintenance is required~ only replacelnent of the tissue roll that 
can easily be done by the user. KANT -I will I}ave a ,one year warranty on parts and 
worklnailship. We have designed the device so that the circuit board on which the 
sensors are Inounted Inay be relnoved separately. If there is a problem, the servicing 
person need only relnoveJhe circuit board, and replace it with a spare. The sensors are 
the lnost 'vulnerable part, of the device having an average MTTF of 12,000 hours. We 
expect a product failure rate within ' the warranty period of no Inore than 2~. Repairs 
perfonned outside of the warranty period will be done on a "for profit" basis. We shall 
attelnpt to Ininilnize this by lnaking the sensors replaceable by the user without any 
special tools. They Inay purchase spare sensors froln us at retail prices. 
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CI-IAPTER 7 i 
THE MARKET 
Prospects for our product are otlices, governlnent buildings, hotels, airports,etc. ,This 
111arket ,is growing rapidly as Inore and 11lore such establishlnents are cOining up and 
installing hygiene itelns. Initially Inost of our sales shall be through ~irect selling to 
contractors, construction engineering finns; and architects. Our intent is to gain Inarket 
share by offering a better product, at the salne tilne underpricing the cOin petition. 
Kant Entreprises has targeted a regional prospect base ' of profitable businesses for 
KANT-l. We are entering the 111arket with KANT-) in the introductory stage of the 
product typel.s Inarket. life cycle. The intent is 'to use an aggressive Inarket penetration 
pricing strategy in concert with a push prolnotion strategy. We willlnarket it through 
distribution channels and a slnall. in:'house sales organization. 
Description of the P.4osllects 
The prosp~ct basefor our product constitutes the hundreds of offices, factories, 
cOlnlnercial establishlnents, and Governlnent and public sector. We will concentrate 
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on the Hong Kong Inarket and will later expand throughout the region. Our initial 
thrust will be to architects and builders. 
We will concentrate on prospects experIencing good profit margins and having the 
I 
resources to install and benefit froll1 the use of KANT -1. Although KANT -1 has Inany 
of the attributes necessary to cause the prospect to purchase it, but such a purchase is 
secondary to the prospect's Inain business. The hand drying facility forms a small 
percentage of the total offIce design, developtnent, or furnishing businesses. 
Therefore, we \vill have to Inake a strong argument for the convenience and cost 
savings r'esulting froln the use of KANT -1. 
('hart 7.1 Pro.\]Ject ])e.\·criptiol1 
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IVlarket Life Cycle 
KANT':' l will be defIning anew product fonn for hand drying devices so will be 
entering the Inarketat the INTRODUCTI,ON stage of its Inarket life · cycle. ' 
P.·ospect Objectives 
The prospect for ~ANT -1 falls into two categories, installers of new facilities and 
Inanagers of existing facilities. In either case the product can benefit facilities of 
medium to large businessoi· public organizations (schools, libraries, museums, etc.). 
The prospect's objectives are lower the costs of installation, better convenience and 
Ininilnuln wastage. All these issues are well addressed by our product. 
Segmentation and Distribution 
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We expect the Inarket for KANT -I to be quite diverse, as it is beneficial to any 
enterprise with facilities that have 1110re than 10 elnployees. This is such a large market 
that we are not yet sure how to seglnent it for our initial sales efforts. We are planning 
on working closely with our distributors in Inonitoring the response to their initial 
prolnotional efforts. This infonnation will help us to focus on Inore specific Inarket 
seglnents for the first one to two years. Due to the nature of our products the Inajority 
of our prospects will be cOlnlnercial businesses located in urban areas with populations 
of 100,000 or Inore. 
Size - Past, Present (1~d Future , 
. At the end of 1993, there was 6.436 Inillion square Ineters of office area (Construction 
Review, 1994) in Hqng Kong, that could benefit froIn KANT -1. In addition, the 
supply in 1994 was expected to be 420 thousand sq. In. and in 1995, a further 535 
thousand. Then there are thousands of other buildings such as hospitals, schools, 
libraries, etc. that are also prospective users of I(ANT -I. The other potential users of 
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such a product are factories and cOITIlnercial establishlTIents. However, in this analysis, 
only the office Jllarket has been considered. 
We assulne that on theaverage, 2 units per 100 square Ineter area are needed, 1 each 
for male and felnale toilets. The Total Available Market (T AM) is calculated below: 
In 1995, the existing ofl-ice area: 
Expected detnand froln this seglnent 
6.856 Inillion sq. In. 
2 x 10% of above/} 00 
= }3. 7 thousand units 
(As tnany of these are likely to have existing facilities we aSSUlTIe only 10% would be 
willing to shift to our typ'e of products) 
1995 expected supply of office space 
Expected delnand tr"oln this seglnent 
0.536 million sq. In. 
2 x 90% of above/lOO 
= 9.65 thousand units 
(We assulne Inost - 90% or above - would like to install such products) 
Based on previous data, a growth rate of 12% per year is a good conservative 
estimate. 
Envit·onmental Influences 
There is a trend towards 1110re convenient products as also towards products that 
waste less resources. The public is becolning Inore and Inore sensitive to the need to 
conserve energy. KANT -I is being introduced as a Inore convenient alternative to 
hand drying products that use In?re electricity, such as hot air hand dryers, or that use 
. Inore paper, such as ordinary tissue paper dispensers, and cloth towels and cloth roller 
dryers that create pollution when washed in detergents. Paper being a bio-friendly 
product avoids these problelns. KANT -1 uses Inuch less electricity and dispenses paper 
in a standard ' size, so that it looks like a nonnal pre~cut tissue. Also there is no 
wastage resulting froin uneven tearing on: ,qr froln over use of paper when people tear 
, ' 
off Inore than they want, in the case of conventional dispensers. 
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The P,·osnect's Alte.·natives 
KANT -I ' offers ilp'proved convenience and to sOlne extent reduced electric bills. If the 
buyer wants to achieve-- these objectives their alternatives are to use KANT -1 or a 
c'ompetitive product. The cOlnpeting products are: ' 




Ordinary tissue dispensers 
The users can also use their own handkerchiefs or nothing at all. 
Marketing and S"l1l1o.·t Strategy 
Kant Entreprises is entering the lnarket with KANT -1 in the introductory stage of the 
product type's 111arket life cycle. The intent is to use an aggressive Inarket penetration 
pricing strategy in concert with a push prolnotion strategy. We will price KANT-l 
below the average of c0l11petitive product prices during the first several years to 
acl!ieve significant Inarket penetration. The chart below shows projected share in the 
Hong Kong Inarket, over the next five years. It is based on discussions with people in 
the business and is not an exact representation of the industry situation. 
, Enterprise Nalne\ Year 1995 1996 1997 , 1998 1999 
Kant Entreprises 20/0 10.7% 15% 18.6% 20.70/0 
Toshiba (N ational) 55% 50% 53% 52% 50% 
Sielnens ' 10% 9% 6% 4% 3% 
Scott 5% 4% 4% 5% 4% 
CWS 30/0 20/0 3% 40/0 40/0 
Others 250/0 24.3% 19% 16.4% 18.3% 
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We will do our own asselnbling of KANT ~ 1 while pursuing some vertical integration 
within the ' enterpri~e to minilnize our dependence on outside sources. Kant Entreprises 
will market KANT -1 by using distribution channels and a small in-house sales 
I 
organization. Product promotion will be ach~eved with minimal advertising effort and 
sOlne publicity by Kant Entreprises. The bulk of the protnoti6nal activity will be 
performed by the distributors. 
100 
Percent 80 




Chart 7.2 Market !Share 
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This ~year and the next, we shall concentrate on the Hong Kong tnarket. We divide it in 
two parts geographically, Hong Kong Island and the rest of HOl!g Kong. Our 
objective is to have at least one distributor offering K~T -1, in each area. We shall 
cOlnpile a list of prospects in eacl! area, ,which we will then share with the distributors. 
This will be done with the understanding that they will do mailings, that include 
Inaterial on our products, to these prospects at least four tilnes a year. In addition, their 
sales r~presentatives will introduce our product to the prospects whenever they are 





Our objective fro ,l11 the start shall be to establish a reputation as the "class" enterprise 
in the industry. Because our Inain interface is to be with distributors, we will make it a 
top priority to insure that they all receive "first class" treatment. This, along with our 
cOITIITIitlTIent to very high quality products will help achieve the desired image. 
Promotion Strategy 
For KANT -1 we shall 'elnploy a strict PUSH strategy. All prolTIotion is done through 
our distributors by providing thenl suggested ad content, art work, photographs and 
product literature which they in turn llse to prolnote the products to their custolners. 
Because of the reputation our product is expected to gain due to its attributes, and the 
fact that we shall offer high nlargins, the distributors can gain larger sales and 
cOlnlnissions, and therefore they will be enthusiastic about prolnoting it. 
P.·od IIct lInage 
For KANT -I we want to create an' inlage of the "best" product (in quality, function 
and dependability) for the' nlost cOlnpetitive price. 
Publicity 
We expect quite a b,it of publicity forK ANT-I. We expect to conduct "prototype 
delTIonstrations" for representatives froln a nUlnber of industry publications. We expect 
to see several good "new product" aliicles on KANT -I in the last quarter of 1995 . We 
shall also Inake arrangelnents with three local businesses to install KANT -1 devices in 
their facilities and arrange for press coverage when the installation is cOlnplete. New 
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product annOllncelnents will be sent to every Inedia source we can identify to be . 
relevant. 
Advertising 
We expect our distributors to do the bulk of the advertising. We shall regularly 
provide theln with product specifications, operational test results, suggested wordings 
for promotional literature, -' a11 and photographic works and any other materials that can 
help thenl in their prolnotional etforts. The prospect is likely to exert liJnited effort in 
evaluatingKANT - I, taking a reasonably short alnount of tilne to Inake a yes' or no 
purchase decision. This Ineans that the distributor Inust deliver hard hitting sales 
literature that otTers an irrefutable argulnent to buy it. 
. These advertiselnents will stress: 
Cost Savings, 
Convenience to the user, 
Ease of installation, and 
Ease of maintenance. 
I)ricing StrateO"y 
. b 
We intend to aggressively price KANT -1 below the expected prices of the cOlnpetition 
in order to capture as 111uch Inarket share as possible. As other cOlnpanies have so 
lTIuch Inarketing strength we will continue our aggressive pricing for several years. 
The initial recolnlnended retail price of $2500 will be 2.42 tilnes our cost to 
lTIanufacture (COM). By 1997, we will have increased the retail price by 8%. And due 
to Inanufacturing cost reductions.~ therat.io of price to COM will be 3.37. The chart 
below shows a coinparison orour price ~ersus the projected prices of our competitors. 
" . 
1995 1996 1997 
KANT-1 RETAIL P,RICE' $2500 $2500 $2700 












During the first year we expect to Inake Inost sales through direct selling to Engineers, 
builders, architects etc. and SOlne sales direct to the end user. However, our objective 
is to have thegreate~t percentage of our sales through distributors. We shall offer 
significant lnargins to our distributors, resulting in our average selling price (ASP) to 
be well below suggested retail price. The chart below shows our projections for 
distribution channel usage and the effect on KANT -l's ASP over a five year period. 
Retail Price 
Calculated ASP 
1995 1996 1997 1998 1999 
$2500 $2500 $2700$2700 $3000 
$2000 $2000 $2200 $2200 $2400 
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We shall initially have a staff of 2 personnel who are responsible for interfacing with 
our distributors. In 1995, they will also be selling directly. However, with passage of 
.' 
tilne, as our product becolnes well accepted in the Inarketplace, especially by the 
distributors, we shall reduce our direct selling efforts. This is because distributors have 
their own sales tealns. Their. cOlnbined effort allows a cOlnpany to multiply sales much 
faster and achieve Inuch higher volulnes. 
The Inarketing/sales people will create all prolnotional Inaterials and provide them to 
the distributors. We will be adding Inore personnel during 1996 as the KANT-l 
prolnotions get under way. Initially there will be no Inarketing Inanager, the personnel 
shall report to the president. This will probably continue until sometime in ·1996. Our 
personnel shall receive sales cOlnlnissions for sales to architects, builders, construction 
cOlnpanies, etc. as also for new distributor sales. The will be no cOlnlnissions in the 
first year. 1996 onwards, the cOlnlnission will be 2% flat of sales. 
Channels of Distribution 
We shall initially have one or two la'rge wholesale distributors who can offer territory-
wide service and later 'other local or regional distributors for our products. We expect 
to sell to the South East Asian Region, China and Taiwan ~s our long tenn plan. We 
plan to expand to distributors throughout Shanghai, Beijing and Guangzhou in 1996. 
Mr. Sung Chun, the co-founder has excellent contacts in China. This is expected to 
help us get over the fonnalities quickly. Most of our sales in China and ,the region, shall 
occur through the distributor channel. The tnajority of our sales shall be COD, 
although if a distribl)tor can ' pass a very stringent credit review, we will ship the items 
with an invoice. 
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In 1995 we expect to contact tnany local distributors for KANT -1, but do not expect 
to establish a relationship with a regional distributor until 1996. We expect that about 
800/0 of our sales will be "direct" in 1995 dwin,dling to 10% by 1999. 
Logistics 
After a few years of operation we shall be able to predict detnand for KANT -1 fairly 
well and usually have the product in stock at the titne of order. At this time, we expect 
to follow a tnake-to-delnand policy. Available space is adequate to handle our 
projected 1995 finished goods inventory. We shall use independent delivery service(s) 
to deliver product to our distributors. 
Customer Support 
KANT -1 will have a one year warranty on parts and worktnanship. We will later have 
a custotner support person for KANT -1 who will also take responsibility for returns 
_ and product repairs. This function for KANT -1 will be free, except for shipping/ 
handling costs, for products under \varranty. Repairs for products out of warranty will 
be on a "for profit" basis. The repair shop will have to inventory enough spare parts to 
assure rapid turn around on repair jobs. Because custotners will also be ordering their 
own supply of spare sensors these will have to be stocked as well. Reorder points and 




There are four enterprises who are Kant Entreprises's Inost likely near tenn 
competitors~ the strongest being National. A list of prolninent of these cOlnpetitors is 
shown below. 





Competing Product Type 
Hot air blow dryer 
Hot air blow dryer 
Cloth towel dispenser 
Tissue paper dispenser(pre cut) 
Tissue paper dispenser(lnanual cutting) 
In general the cOlnpetition has average profit Inargins, but their Inarket strength is 
greater than ~ant Entreprises'. They have established excellent credibility in the 
Inarketplace. Past history would indicate these groups have considerable experience. 
They appear to have a very strong cOlnlnitlnent to the Inarketplace. However, current 
conditions place theln 'in a position that, if necessary, abandoning the Inarket is an 
acceptable alternative. They have the basic skills to successfully cOlnpete in the Inarket 
and if history is any indicator, they will respond to our Inarket entry efforts in an 
aggressive Inanner. This group of cOlnpetitors will present a considerable challenge to 
Kant Entreprises. 
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A SUlTIlTIary of several aspects of these cOlnpetitors is shown below. The summary 
includes age, the ilnportance of the product to theln as a business, their cash position, 
channel relationships, siz:e, long tenn cOlnlnitment to the Inarket and whether they will 
follow nonnal "rules" of cOlnpetition. 
Competitor Age Product Cash Channel Relative Long Type of 
Name Emphasis Position Size Term Company 
National 50 HI HI EXCL XLG HIGH EXCL 
Siemens 70 LOW HI GOOD XLG TTL GOOD 
Scott 40 HI MED AVG XLG HIGH GOOD 
CWS 20 HI MED AVG LG GOOD GOOD 
More specifically, when cOlnparing Kant Entreprises to the cOlnpetitors the following 
table_ shows that all cOlnpetitors are Inore experienced and have Inore staying power 
than Kant Entreprises, that all have better access to the Inarket than Kant Entreprises, 
but Kant Entreprises has the least nUlnber of inhibiting factors with respect to product 
direction, custolner support and prolnotional techniques. 
Competitor Nanle Experience Staying Marketing Freedom 
Power Strength of Action 
Kant Entreprises LOW LOW MED HIGH 
National HIGH HIGH HIGH LOW 
Siemens MED MED LOW MED 
Scott HIGH HIGH MED LOW 
CWS HIGH HIGH HIGH LOW 
. An the cOlnpetitors are foreign cOlnpanies and have a diversitied product base. Only 
CWS seelns to be Inore concentrated in the hygiene products business . They all have 
lTIanufacturing overseas and are therefore expected to continue to sell products at the 




For KANT -1, the objective is to get it tnarket ready. More general objectives will be 
devel<?ped as the 'progratn tnatures, and as new products are planned. 
Product Status 
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All the technology for KANT -I exists in the tnarket, and the cotnponents are available 
in the tnarket place. The actual design and developlnent of the product shall take a 
maxiInuIn titne of one tnonth, including the tiIne for blueprint and prototype 
developtnent. This is supposed to be cOlnpleted before July, 1995. 
No more than a one tnonth backl9g 'period at any tiIne of operation is expected. 
Organization 
The product idea will "be developed into the new product by an outside agency on a 
contract basis. This cOlnpany "Design Innovation (HI<) Ltd . has wide experience in 
such business. 
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Their developInent teaIn uses several kinds of equiplnent including~ 
* Personal cOlnputers with COlnputer Aided Design (CAD) software to help in 
the cOlnponent and cosInetic design. 
* A variety of electronic tools such as oscilloscopes, Ineters, etc. 
* EquipInent for product design tests. 
Technology Involved 
KANT -1 uses widely known technology, however, we expect to design circuitry 
combining cutting technology and sensory technology into a single system. We deem 
this unique enough to distinguish the product froIn other products currently available 
in the Inarket. While a patent will b~ of benefit, we don't expect this to keep other 
products, using different techniques, off the Inarket. Besides, it is very costly and time 
consuIning to obtain a patent. We do expect however, that our Inethod will prove to be 
Inore effective than others. 
Personnel and Resource Schedules 
This will be taken care of by the design finn . 
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CHAPTER 10 
OPERATIONSIPRODUCTJON PLAN ,' 
Cotnponents are easily available froln suppliers such as lardines (HI<) Ltd. with whom 
a ,supply contract can be Inade. We shal1 silnply asselnble the cotnponents into a whole. 
Our facilities and equiplnent can accolntnodate the projected growth for 1995, but will 
have to be expanded for any growth beyond that. We Inay introduce an assembly line 
and tnanufacturing process for KANT -1 in 1997. This will involve new equipment, 
personnel and procedures and will require that the Inanufacturing Inanager, who will by 
then be appointed, spend a large portion of his tilne insuring this progratn goes well. 
Organization 
The tnanufacturing organization represents about 20% ofKant Entreprises' personnel. 
We shall initially etnploy 5 persons, expecting to double that by the end of 1995. We 
. plan to hire all of the personnel we need in the local area. Our facilities are adequate 
for the growth expected in 1995, }10wever, growth beyond that wil1 require tnore 
space, unless we deci.de to go to a two shift operation. 
Assetnbly operations and 'testing need knowledge of handling electrical and electronic 
equiptnent. Accordingly we shall elnploy a sufficiently skilled person. All the 
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custoIner service and lnarketing persons are expected to have SOIne knowledge in this 
field. Thecustolner, service' person will in fact be an expert in electricals and 
electronics, preferably SOlneone with a diploma. This person will also carry out 
random equiplnent checks on the asselnbled products. 
Use of Sub-Contractors 
We expect to use sub-contractors for the manufacture of the circuit board that will 
cOlne to us fitted with about two dozen cOlnponents including an IC and the two 
sensors. This cOlnponent is the key to the functioning of the product and we shall have 
it manufactured froln a seasoned lnanufacturer. 
When production volulnes increase substantially and suitable sub-contractors in China 
can be found, we shall use theln, especially for the China lnarket as this will help us 
avoid the export duties and paperwork. For this, we lnay fonn a joint venture or have a 
licensing agreelnent with a Chinese finn . 
Suppliers 
We have not yet selected the suppliers. However, we will need a ,variety of electrical 
_ cOlnponents, that we will purchase froln suppliers in Hong Kong and/or China. We 
expect to have all suppliers selected by June 1, 1995. 
Technology Involved 
No new technology is being introduced. The product uses existing technology and 
, , 
components in a hovel way to yield the new product. We shall only deal in the 
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asselnbly, so that no significant technological investlnent is required. 
Quality Control 
The quality of our products is quite dependent · on the quality of the components that 
we shall receive froln our suppliers. To ensure quality we shall have a written 
agreement with thel!l, specifying the contents and ditnensions. We shall tour their 
facilities and verify their quality control procedures, where appropriate. Approximately 
10% to 15% of all new product runs shall be checked to specifications. If tnore than 
50/0 of those are rejected, the whole run will be checked. 
The critical part of KANT -I . is the circuit board and· sensor set. We expect to set up a 
check point in the assetnbly process ,that will check to insure the board and sensors 
function properly as a systetn, before they are installed in the device housing. 
Inventory Control 
Initially we shall have tninitnal inventory requiretnents as we shall work on a build-to-
order basis. The nUlnber of products to be Inaintained in inventory shall be detennined 
by our tnarketing teatn, which shall provide us a weekly "build" ,report that specifies 
how many products are to be tnanufactured that week. The selection of components 
to be Inanufactured shall be based .on tnarketing's projection of orders that will be 
COIning froln our distributors or clients. 
We shall have to keep track of a nutnber of cOlnpo,nents. Apart frotn the cutting 
device we will have the circuit board that will cOlne tltted with about two dozen 
, ". .: . 
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cOlnponents including an le and the two sensors, froln our sub-contractors. Other 
cOlnponents are a variety of clips, a Inotor, the turning arrangelnent on which the tissue 
paper roll rotates, and the external device housing. If any cOlnponent is anticipated to 
have the potential for long delays in delivery, we shall keep a higher invelJtory for it. 
We will have to set up a secure storage area and a Inethod of distributing the 
components as the product is being assenlbled . The sensors will need tobe stored near 
the systeln testing stations and the device housing and clips near the final assembly 
area. The finished produ'ct will also require considerable space especially if orders pile 




Kant Enterprises is expected to incur a loss in 1995, due to this being the stiut up 
period of the business. We expect to have adequate cash reserves to support this loss. 
These reserves are supposed to COllle frolll the partners thelnselves. Even then, to 
have a safeguard against any unfor~seen circulllstances, we expect to open a line of 
credit with a prolninent bank for up to $100,000. We will draw on that line during 
1995 and the early part of 1996, but will have it paid off by the end of 1996. Over the 
five year projection period \ve expect to increase annual revenues to $22,000,000, raise 
aliI' Profit Before Tax to 430/0, have current assets in excess of $6,000,000 and a 
current ratio' of 2. 8. In 1996 we intend to rent space for approxilnately $400,000 per 
year, in 1997 for $750,000, in 1998 for $1,200,000 and in 1999 for $1,500,000. 
Between 1998 and 1999, we shall acquire our o\vn space for the cOlnpany, either in 
Hong Kong or in China. We will also ' be acquiring additional equiplnent for 
Inanufact~lring and developlllent each year of the projection. By 1999 we expect to 
have .$14~000,000 in tixed assets (less depreciation). Most of the funds for the 
expansion are expected to corne froln the profits generated. However, if needed, 
banks, venture capitalists, etc. III ay also be approached. 
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Funding Requirements · 
As the result of entering the Inarket with KANT -I we expect to show a P&L loss in 
1995, and a slnall negative cash flow. - We expect to open a HK$I 00,000 credit line 
with a bank at the outset so that, funding IJroblelns are Ininilnized . 
. Projected Profit & Loss 
This following tables show the SUllllnary projections based o·n organizational expenses. 
These include a nlonthly breakdo\vn for the first year and a qUaJ1erly breakdown for 
the second year. 
Based on the Inarket size discussed in section 6. 15, we have 111ade the following 
assulnptions about the percentage of Inarket we expect to capture: 
1995 1996 1997 1998 1999 
(6 1110nths) 
Units 500 3,000 5,000 7,500 10,000 
%·-share 20/0 10.7% 14.9% 18.60/0 20.7% 
COllllnission $0 $2500 $3055 .56 $3437.50 $3666.67 
per Inonth 
per sales person 
(@2%) 
Units sold 250 750 833.3 937.5 1000 
per sales person 
Price at $2000 $2000 $2200 $2200 $2400 
which sold 
Note: All figures in the charts and graphs that follow, are in thousands of HK dollars. 
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Table ll~ 1 Proj~cted 1995 Monthly Profit & Loss 
July August September October November December 
Revenue $100 $150 $150 $200 $200 $200 
Cost of Goods Sold - $57 $85 $85 $113 $113 $113 -
Gross Margin $43 $65 $65 $87 $87 $87 
I 
I 
$24 l- $24 
$10 i $10 
$0 $0 I 
$0 I $0 ' $20 $20 
Marketing/Sales $ 2 4 $ 2 4 $ 2 4 $ 2 4 
-~--~--~--~---
CustomerSeNice I ,$10 I $10 $10 $10 
~ID-ev-el~op~m-e-nt __ ~I--__ ~$--2_0--+--~i~~-~-~--~~0~l=_-____ $_o-r1 _______ + ____ ~ _ ~~----$-0~ 
iG&A I $ 0 ; $ 0 j $ 0 I $ 0 ~-R-en-t-Ex-p-en-s-e--4!-----$~2--0~, ---~$~2~-0-+-----$-2~0-41----~~-------~------$-2-0~ 
$20 $20 Other '_" $ 2 0 $ 2 0 I $ 20 $ 20 
I I I 
~To-t-al-0-L..pe-r-O E_x,-Po_+-il __ -----:.$_9_4-l-i __ $_7_4----1--_ $ 7 4 , $ 7 4 I $ 7 4 I $ 7 4 I 
Df---~ I ! Pre-Tax Income ( $ 5 1 ) 1_-_( $ 6 Ql ( $ 69 ) I' ( $ 5 6 ) L_ ( $ 4 3 ) I ( $ 3 0 ) 1 r-Pr"--e--T-ax-(~%-) --+'-----=------!-I , ! --=---.:---..:-;'----=-2 ~e -9-9"':-:%1 
Corp. Tax Provisionl ------·--r-------------r------"----- --r-, ---1-------------- I 0 1 
---l---------~--r---'----r- -·----rl-----~I 
~Ne-t-pr-o-m--41--($-5-1-)~-(-$-6-0-)~)1 ($56), ($43)1 ($30) 
i(Cumulative) I I I 
/I.f 
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T~ble 11.2 Proj ected 1996 Quarterly Profit & Loss 
,1.) 
1st Quarter 2nd Quarter 3rd Quarter 4th Quarter 
Revenue $1,500 $1,500 $1,500 $1,500 
. 
.-
Cost of Goods Sold $848 $848 $848 $849 
Gross Margin $652 $652 $652 $651 
Marketing/Sales $174 $174 $174 $174 
us omer ervlce 
Development $0 $0 I $0 I $0 I I 
$30r G&A $30 I $30 $30 
C t $30 I $30 I S $30 I $30 I 
Rent Expense . $100 I $l°.Q_L $100 $100 
Other $3 o f $30 I $30 ! $30 I I i i 
. I i - I I l ! I I I ____ ....L.-$364 I $364 ~ $364 $364 I Total Oper. EXE. I I I I i · I I I I I ! I I 
I --
_. 
IPre-Taxlncome _ l ___ $~~~t~ _____ .i57_? L- $864 I $1,151 I 
,~ 
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, Table 11.3 ~roj ected 5 Year Profit & Loss 
,'.,.l 
1995 1996 1997 1998 1999 
(6 months) 
Revenue $1,000 $6,000 $11,000 $16,500 ' $22~000 
,-
Cost of Goods Sold $566 1 $3,393 $4,007 $6,010 $8, 013 '. 
.' 
I . 
Gross Margin $434 I $2,607 $6,993 I $10,490 $13,987 
i 
I 
Marketing/Sales $144 i $696 $1,084 $1,482 $1,880 
Customer Service $60 I $120 $240 $240 ! $360 
, Development $20 I $0 $240 $240 $240 
G&A $0 i $120 , $240 $240 $240 ! 
Rent Expense $120 I $400 $750 I $1,200 $1,500 I 
j 
'.- f-- -
$180 I Other ' $120 $120 $240 $300 ! 
! ; 
Total Oper. Exp. $464 i $1,456 $2,734 $3,642 $4,520 I 
I I I 
Pre-T ax Income I ($30) \ $1,151 i $4,259 i $6,848 $9,467 I 
iPre-T ax (%) I -3 . 00%: 19. '1'-8%1 38 . 72 %! 41.50% 43-.0 3 %1 I I 
20-1 I Corp. Tax Provision I o i 745 i 1198 1657 ! 
I I 
i i 
Net Profit I ($30) 1 $950 $3,514 J ' $5,650 $7 , 810 
I 
Projected Balance Sheet 
. The five year projected balance sheet is shown overleaf. It is assulned that additional 
, expenditur.~s for equi·plnent and furniture/fixtures ~ill be Inade in 1997, for vehicles in 
1999, and for building in 1998 and ' 1999. Equiplnent and vehicles are depreciated over 
' , ' , 





T~lble 11.4 Proj ected Balance Sheet 
" 1995 1996 1997 1998 1999 
." (6 months) 
Current Assets: 
Cash $D $600 $600 $1,000 $1,500 
~ccts Receivable $149 $836 $1,320 $2,000 $3,000 
Inventories $7 $110 $600 $1,400 $1,600 
if otal Currerit Assets $156 $1,546 $2,520 $4,400 $6,100 
-. 
j 
Fixed Assets: " I 
Buildings $0 $0 $0 I $4,770 $8,000 
Equipment $31 $50 $1,988 I $1,988 $1,988 
IF urniture/fixtures $25 $30 $1 ·,536 I $1,536 $1.,536 I 
Company vehicles $4,255 
I I 
! L 








!rotal Fixed Assets $3,084 I' $7,377 $14,006 
-'---- 1- .~~---+-"':"----=:"'--'---,----1 
! 
i 
I -+-----------f-. i I I rrotal Assets $205 i $1,616 $5,604 I $11,777 I $20,106 I I 
! I I 
Current Liabilities : I T I i I 
-
lAccounts Payable $75 $90 $130 I $190 $250 
Short Term Loans $100 $100 $0 I $0 $0 
Rent Payable I $0 $0 I $0 I $0 $0 
!Accrued wages $30 $100 $ 125 1 $160 $210 
fccrued taxes I $201 $745 ! $1,198 $1,657 
!Accrued Interest I $5 $l.Q.:l ___ I 
---._ .- --" - .-
t L' bTf I $1 548~$2 1171 oa urren la II lel , , , 
- - -----------
i i 
I - I I I 
--
I 
Long·term loans $0 $200 $175 I $150 I $10al ! 
rrotal Liabilities $210 ' '$701 $1,175 $1,698 $2,217 
( 
Stockholders' Equity: 
Contributed Capital ' I $30 I ' $'30 $30 $30 $30 
,Retalned Earnings ($54 $915 I $4,429 $10,079 $17,889 
I 
slit: I I $945 $4 ,·459 $10,109 $17,919 rfotal Stockholders' , 
--
Equity 





Projected Cash Flow 
. . 
This table shows the sUlnmary projections at the gross level of the Kant Entreprises. 
J 
Also included are a Inonthly breakdown for the firs~ year and a quarterly(breakdo,\;vn 
for . the second year. 
Table 11.5 Projected 1995 Monthly Cash Flow 
I July August September October November December 
-31 ~gi~ning Cash !. 
I . i 
30 -22 
Icash In 
-41 -29 -17 




o 0 -0 I 1 o Interest o 
Total Cash In 130 128 119 159 171 183 
raSh Out I i I 
jKANT-1 I 57 I 85 ! 85 113 113 113 
!Salaries I 54 54 54 54 54 
Rent I 20 I 20 20 20 20 20 
0.83 0.83 0.83 
188 188 188 
I , i 
i 
Ending Cash -22 -=31 -41 -29 -17 -5 
Irhis projection assumes 6% int~rest income for cash on hand 





' 'fable 11.6 Projected 1996 Quarterly Cash Flow 
1st Quarter 2nd Quarter 3rd Quarter 4th Quarter 
I 
Beginning Cash -5 281 572 869 
Cash In I 
KANT-1 1500 15,00 I 1500 1500 
Interest o 6 I 11 17 









I I I ' f----'-------·~=-~·:··~4~·t:·~··~··-·-8_;~·1·==~~f=_~4~ 
1--__ ~ __ _+_-~-2-6---4-~,--2-6 4 ! 264 ~ 264 I 
100 100 ! 100 ' I 100 l 
1---------+---2-.-5---+---2-. 5 I 2 . 5 I 2 . 5 I 
I i I I 
Total Cash Out 
E'nding Cash 
~--·-----·--r__-i215·~- 1215 i 1215 ! 
1----' --: ! I 
f--------t'-----i-.-- ' I 
L--__ ---+i __ --'-2_8_1_~572 ! 869 i 1171l 
1216 
This projection assumes 6% interest income for cash qn hand I 
~-----"--t-,T-h"":"'is""':"p-ro....!.-je-c--tio-n--a-ss-umes 10% interest expense for line! of credit loans I 





Ta b~e 11. 7 Proj ected 5 Year Cash flow 
1995 1996 1997 1998 1999 
(6 months) 
-5 '1171 5500 , 12701 
Cash In C l 
~K_AN_T_-_1 ______ ~ ____ 1_0_0_0~ _____ 6~0_0_0~ ___ 1_1_0_0_0-+ ___ 1_6_5_0_0-+~,22000 I 
Interest 0 34 70 353 '. - 820 I 
! I 
Total Cash In 1030 I 6030 12241 22353 35521 
Cash Out ! I I I 
t-KA-N-T---1-----~I----5-6-6-f--'--3-3~9-3 4007 6010 8013 I 
:S_a-I_a-r=ie=s ====~~_.--i+-!If-. ~~~~_3-2--4--'-i - - -1-6's--6---+---1-9-8-4--i---2-4-4--2-1--1 --3-0-2-0---;j 
Rent i 12 ~ I 4 00 7 50 12 00 1500 
Interest 10 I I i 
Other ! 2 0 I I I I 
t-ifo-t-al-c-a-sh--O-ut--I--~C---io3-5+--:---485-9-- I 67411---.9--6521_ --1--2--5-3-3--11 
r------.------~I _~--- ~ ________ ~I ________ ~--------~I 
Ending Cash I -5 I 1171 ! 5500 12701 22988 I 
"-----,----+-1- ,- I ' I 
--jThi'~--pr$-cti~;;~~~ ;~-;6·~/o-i~t~~ income for ~n hand . _ I -' 






. ~ ~', ,' 
-10000 
1-




~ Cash In 
[ill Cash Out 




SOlne statistics pertaining to the construction industry in Hong Kong are presented 
here. These are in support of the lTI'arketing projections of this plan. 
Office - Overall 
Supply Take-up Vacancy %" Remal I~rjce 
I 
- (sq.m.J (sq.m.J (sq.rr..i indices# in dices # 
1989 269,200 102,000 26i .100 5.3 100 :00 
1990 200,300 i 35.000 308.400 6.1 101 96 
1991 458.700 239,000 505.400 9.2 a~ _:J 97 
1992 564,600 47t ,obo 588,700 9.7 101 133 
1993 412,800 537,000 428,900 6.7 110t :60t 
~994 ! 420,000 I 
1995 [ 535,000 I 
* 'iaC3!1cy ar the end of me vear. exoressed as a % of [cral stock 
# i989 = 100 
t ' Provisional 
I I Forecast 
Office - by Grade 
Supoly Take-up Vacancy 0/.:. 10 aenral Pnce 
(sq.m) isq.m) (sq.m) Ine/cast! indices# 
1992 A 339,700 272.000 346,700 iO.2 96 122 
8 141,600 137,000 152,700 iO.l 100· 143 
C 83,300 65,000 89,300 7 i07 145 
i993 A 190,100 . 367,000 170,000 4.8 106t 154t 
8 )51,200 109,000 170,000 10.3 108t 17di 
C 71,500 61,000 89,000 7.2 117t 165t 
1994 1\ 208,000 f"I 
8 135,000 
C 77,000 
1995 A 254.000 
8 , 205,000 
C 76,000 
• Vacancy ar rhe end 0; rhe year. expressed as a % 0; lOial srock 




Office - in Hong Kong, Kowloon, New Territories 
Hong Kong Kow/oon New Kow/oon- New Terricories Overall 
(sa.m.J (sq.mJ (sq.i71.) (sq.m.J (sq.m.) 
Stock at the end of 1993 
A 2.507,400 7d5.000 163.500 12£1.000 3.540.300 
3 1.116,400 335.900 129.900~ 66.600 1.648.800 
C i39.900 391.500 40.800 24.800 1.2<17,000 
Total 4.,413,700 1,472,800 334,200 215,400 6,1136,100 
Supply in 1993 
A 157,700 32,400 190,100 
B (·66,500 36.900 32.300 15,500 151.200 
C 39.800 31.700 - 7i.500 
Total 264.,000 101,000 32.300 15,500 412,800 
Amount Vacant at the end of 1993 
A 119.800 29,800 13.200 6.800 169.600 
8 94.200 27.300 23,600 2d.900 - 170.000 
C - 59, 100 29.300 <!CO 500 99,300 
Total .- 273,100 36,400 37,200 32,200 428.900 
Office - in Hong Kong, Kowloon, New Territories 
Hong Kong Kow/oon New Kowicon New Tarrirories Overail 
{sq.m.J (sq.m.) (se.m.) - (sq.m.) (sq.m.J 
. Supply Forecast in 1994 
A 54,00 132,500 4i. 100 29,300 208.300 
B 95.000 19.300 21,000 135.300 
C 52.200 20.000 d6.eGO 76,800 
Total 152,600 171,800 66,700 29,300 420,400 
Supply Forecast in 1995 
A 103.000 107,400 43,700 254.100 
8 122,600 37;600 4.1,900 205.100 
C 32.800 d3.400 76,200 
Total 258,400 188,400 88,600 535, 400 
, . 








1994 [273.000 I 
1995 ['229.000 I 
• '/acancy Er :he end :Ji .ne :/ear. e.v)ressed 3S a % 0; loral s~cc.<: 
! 1 ForeC3sr 







Commercial - in Hong Kong, Kowloon, New Territories 
Hcng Kcng . 
{sq.m.J 
Stock~ at the end of 1993 2.823.300 
Supply in 1993 118.1CO 









1991 " 520.700 
1992 555,900 
1993 311,000 
1994 [ 351,000 I 
1995 .[ 583.000 I 
• Vaczncy ar tne end of the year. expressed as a % of lOcal stock. 
11 Forecast 
Kowiocn New Kow/con 
(sq.m.J (sa.m.) 
2.169.900 1.1 34.800 
36,aOO 61.800 
93,300 61,600 









Flatted Factories - in Hong Kong, Kowloon, New Territories 
, .. 
Hong Kong Kow/oon New Kow/oon 
(sq.m.J (sc. m.) (sc.m.) , 
Stock at the end of 1993 2,240,600 1.359.000 5.460.000 
Supply in 1993 30,800 16.000 22,900 
Amount Vacant at the end of 1993 177,100 53.400 177.500 
Supply Forecast 
1994 51,600 1,000 115,200 








350.900 d'" .0 
335.600 4.4 
481.000 6.1 




; 61 .900 481.200 
67.300 273.000 
121. ~OO ·· 228.600 




i .053.700 6.2 
1.133.800 6.4 
1.070,000 6 
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